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Midterm Review
(1) 10 key terms and concepts -- but only from the New Product Marketing... and Crafting an Ad That Works handouts.
Attached.
 (2) List steps 1 - 9 from Writing a Marketing Plan That Works.  Explain each briefly.  Give an example from your plan.
See the marketing plan.
(3) From a list of the first five readings, for each state a point you found useful.  The point must be clear, concise, and complete.
· “How to Create, Win and Dominate Markets”:
· If your business is running under a website, you have to be accessible and respond to customers quickly. In the electronic age, customers will quickly (and easily) switch to a competitor if you make them wait. I believe that is not just the best practice because customers will go to another competitor but it also reflects the company’s reputation.
When a customer pays for software using a company’s website and the license was not sent within 24 hours, the customer, immediately after the 24 hours, will question the legitimacy of the company and suspect that fraud has been perpetrated. Even if the license was received after the 24 hours, still the customer will no longer rely on this website since it was not reliable for the first 24 hours.
· “The Discipline of Market Leaders”:
· The most important practice is that if customers do not know how to use the product effectively, or lack skills necessary to achieve optimal result in their industries, the value of low-priced or advanced products will be eroded. This practice is really effective in keeping your current customers. If suspects and prospects have seen you leading your customers to have the best effective results from the product you are selling they will immediately become customers because they’ll feel they have paid for a product and service.
· “The Customer-Centered Enterprise”:
· Listen to the right customers. Not every customer is a desirable, high-value customer whose opinions and viewpoint should drive business design and investment. This point is actually strong; however, it isn’t about the value of the customer only. It is also about the experience of this customer. You may find some low valued customers with good experiences. These kinds of customers may once hit you with an advice in which its benefit lasts forever.
· “Differentiate or Die”:
· Differentiation Step 3: Have credentials: “To build a logical argument for your difference, you must have the credentials to support your differentiating idea, to make it real and believable. If you have a product difference, you should be able to demonstrate it; that demonstration, in turn, becomes your credentials.”
· “Cheap but Good Marketing Research”:
· Resist Research: “Once managers realize that research can be relatively inexpensive, they tend to want more and more. Their argument: “Since the cost can be kept low, why don’t we go ahead and do it?” Such thinking can lead to wasted funds and even a negative attitude toward research since those “why not” projects may produce nothing of real value of the managers.”

(4) List up to five things you have gained from this course thus far.
· “Start with conclusion” statement assisted me a lot in considering the business writing
· “Arial fonts and 1-inch margins” pointed me to some other unseen points. Hence, my accuracy and reliability improved
· Assisted me to focus on the steps and instructions without assuming unknown points
· This course improved my love to reading
· Visualized how marketers think.
· Acknowledged many mysterious marketing terms.

